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INTISARI 
 Penelitian ini bertujuan untuk mengetahui apakah hubungan relasional 
berpengaruh signifikan secara langsung maupun tidak langsung pada loyalitas 
melalui kepuasan pelanggan secara keseluruhan sebagai variabel pemediasi. 
Manfaat relasional pada penelitian ini terdiri dari empat variabel yaitu manfaat 
fungsional, manfaat sosial, manfaat kepercayaan dan manfaat perlakuan spesial. 
Penelitian ini dilakukan di DIY dimana respondennya adalah para mahasiswa dan 
pekerja yang suka dan sering berbelanja di fashion retail.  
 Penelitian ini diharapkan dapat membantu para fashion retailer untuk 
dapat menjaga hubungan jangka panjang dengan pelanggannya. Penelitian ini 
menggunakan metode kuantitatif dimana dibagikan kuesioner kepada 215 
responden muda yang berumur 18-35 tahun, minimal berbelanja fesyen satu bulan 
sekali dan kuesioner yang dapat digunakan sebesar 205 kuesioner. Teknik 
pengambilan data menggunakan purposive sampling. Teknik pengolahan data 
menggunakan regresi linier sederhana, regresi linier berganda dan independent T-
Test 
 Hasil penelitian ini menunjukkan bahwa hanya manfaat kepercayaan dan 
manfaat perlakuan spesial yang signifikan secara langsung maupun tidak langsung 
pada loyalitas melalui kepuasan konsumen secara keseluruhan sebagai variabel 
pemediasi. Kepuasan konsumen secara keseluruhan signifikan berpengaruh secara 
positif terhadap loyalitas. Tidak terdapat perbedaan persepsi antara pelanggan 
mahasiswa maupun pekerja terhadap hubungan relasional, kepuasan konsumen 
secara keseluruhan dan loyalitas pada fashion retail. Tidak terdapat perbedaan 
persepsi antara pelanggan pria dan wanita pada manfaat fungsional, manfaat 
kepercayaan, manfaat perlakuan spesial, kepuasan konsumen secara keseluruhan 
dan loyalitas dan terdapat perbedaan antara pelanggan pria dan wanita pada 
manfaat sosial.  
 
Kata kunci : Fashion Retail, Relational Benefit, Functional Benefit, Social 
Benefit, Confindence Benefit, Special Treatment Benefit, Overall Customer 
Satisfaction, Loyalty 
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ABSTRACT 
This study aims to determine whether the association of relational 
significant effect directly or indirectly on loyalty through overall customer 
satisfaction as a mediating variable. Relational benefits in this study consists of 
four variables: functional benefits, social benefits, confidence benefits and special 
treatment benefits. This research was conducted in the province in which 
respondents are students and workers who love fashion and often shop at retail. 
This research is expected to help the fashion retailer to be able to maintain 
long- term relationships with its customers. This study uses a quantitative method 
which is distributed questionnaires to 215 young respondents aged 18-35 years, at 
least once a month to shop fashion and questionnaires that can be used for 205 
questionnaires. Data retrieval technique using purposive sampling. Data 
processing techniques using simple linear regression, multiple linear regression 
and independent T - Test 
The results of this study indicate that the only confidence benefit and the 
special treatment benefit significant directly or indirectly on loyalty through 
overall customer satisfaction as a mediating variable. Overall customer 
satisfaction is positively significant effect on loyalty. No difference between 
customer perceptions of students and workers against relational benefits, overall 
customer satisfaction and loyalty in retail fashion. There were no differences 
between the perceptions of male and female customers at the functional benefits, 
confidence benefits, special treatment benefits, overall customer satisfaction and 
loyalty, and there is a difference between male and female customers on social 
benefits . 
Keywords : Fashion Retail, Relational Benefit, Functional Benefit, Social 
Benefit, Confindence Benefit, Special Treatment Benefit, Overall Customer 
Satisfaction, Loyalty 
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